Studies regarding the impact of negative brand names over consumption
Many ingenious methods are used for promoting energy drinks. One of these methods begins with choosing a negative brand name. Names like "Burn", "Monster", "Cocaine", "Hell" are brands which people can't easily pass by (Duncan et al, 2011) . The people are aware why the companies chose those names.
They consider names like "Cocaine" are named after a drug to make the younger customers they're fashionable (Bunting et al, 2013 ).
Negative energy drink brand names, like "Burn" or "Hell", are easily distinguishable from the other names, thus easier to remember. Also, the logos and colours of the product are more recognizable when associated with negative brand names rather than the neutral brand names. Negative energy drink brand names are less liked than the neutral ones, but this aspect is attenuated over time (Duncan et al, 2011) .
People are quick to remember the negative brand names, being preferred for inciting brands, by confident people (Estes, 2011, p. 530) . Regarding promotion of the product, the ways to highlight energy drinks through tempting brand names, challenging images and bright colours, increased their notoriety (Pennay and Lubman, 2011) .
Such negative names, are found in aggressively marketed energy drinks targeting students, the company using the aggressiveness to promote their product (O'Brien et al, 2008) . On the topic of brand perception, people first notice the negative ones, then the positive ones, and finally the neutral ones (Garcia et al, 2010) .
Energy drinks no longer need promotions, friends influence potential consumers to buy and consume them. Alongside advertisement, there are other factors that led to the growth in consumption like: the price, the distribution, but also the name and image of the brand (Jones and Barrie, 2009 ). Consumers are looking for the brand rather than the taste regarding energy drinks. Therefore when they go shopping, the name of the brand is very important to them (Moore, 2009 , p. 6).
Research proposal
In this research we analyzed the attitude of the people of Iasi aged 18-25 years old, towards negative energy drink names, their impact over consumers and also the influence it has over the final decision regarding purchase.
The main objective: determining the attitude of persons from Iasi aged 18-25 years old, regarding negative brand names for energy drinks.
The secondary objectives: A. Establishing the spontaneous notoriety of negatively named energy drinks in relation to consumers from Iasi aged 18 to 25 years old.
B. Establishing the assisted notoriety of negative brand names regarding Iasi consumers aged 18-25.
C. Determining the intensity of emotions of Iasi people aged 18-25, created by negative energy drink names.
D. Determining the intensity of beliefs the people in Iasi have, in regards to negative energy drink brand names.
E. Determining the intensity of the intention of purchase among the consumers of negative energy drink brand names of Iasi.
F. The comparative analysis of the impact the energy drinks with negative brand names have over men and women in Iasi.
Hypotheses: H1: Brands with names that have negative connotations have a higher notoriety than that of other brands.
H2: There are differences between the negative connotation perceptions of an energy drink name, depending on the consumer.
H3: Advantages of energy drinks with negative brand names are perceived by consumers to be grater that that of other energy drinks.
Methodology Methods: Focus group and inquiry. Firstly I made an exploratory research through a focus group. Through it I wanted to determine which are the feelings consumers have over negatively named energy drinks, which are their most frequented clubs and also what time do they get in those clubs.
The instrument used to gather data throughout the inquiry was a questionnaire. Considering that the questions are structured, during the research we followed strictly the objectives proposed above.
The questionnaire was applied on a sample consisting of 150 middle aged people from Iasi between ages 18 and 25. We made this choice because most energy drink consumers from our country are situated in this age interval.
Research period: 4-27 of April 2013 Location of the inquiry: at the entrance of 3 great clubs of Iasi: Skin, Skye and Queen's Club, because they're places the teen frequently visit, energy drinks being often consumed with friends during the time spent there. Survey type: In order to be as objective as possible, in choosing people for this research, we used the non-probabilistic sampling method. The chosen variable was the person's gender. Thus, the sampling was formed by 77 women and 73 men from Iasi aged 18-25 years old. Table 1 The number of men and women questioned, sorted by weeks and days
The sorting of the people whom were questioned during the four weeks: as can be seen in Table 1 , during each Thursday, Friday and Saturday, for four weeks we obtained data from 5-7 men and 6-7 women.
In the table above, each club in front of which I worked, is represented by a colour: Red -Queen's Club, Light Grey -Skye, Dark Grey -Skin. Therefore the three clubs can be easily differentiated.
RESEARCH RESULTS

Focus group
The main objective of this focus group was to determine aspects regarding the place of consumption of the energy drinks, the time that the teens arrive at the club, emotions associated with negative energy drink brand names, but also the reasons why teens purchase energy drinks, in Iasi, in order to create a precise questionnaire and to apply it in the most appropriate places.
Size: 8 participants Composition: 4 women and 4 men aged 18 to 25, from Iasi, energy drink consumers that frequent the clubs and can speak English at least on an average level. As consequence of this focus group it turned out that: most of the teens consume energy drinks in clubs. They have three clubs in Iasi they often frequent: Skin, Skye and Queen's Club, and most arrive at the club around 23.30. Among the motives they consume energy drinks are: the energy, the adrenaline, the power and focus. The negative names like "Burn", "Hell" and "Monster" inspire curiosity and fear, and they consider the most negative one to be "Hell". From the energy drinks "Power Horse", "Red Bull" and "Rienergy" the most positively named is "Rienergy".
Days
Inquiry results
Objective: Establishing the spontaneous notoriety of negative energy drink brand names as seen by teens aged 18-25 from Iasi.
Question 4: Name three energy drinks: Out of all 150 respondents, 147 named negative brand name "Burn", 94 named "Red Bull", and third place was held by "Hell" with a score of 87 respondents. The negatively named "Monster" was picked by 61 people and "Rienergy" was mentioned by only 50 persons. The least picked energy drinks were "Gatorade" and "Power Horse" with 6 respectively 5 votes.
Hypothesis H1: Brands with negative connotation have a higher notoriety than other brands.
We can see that out of the 7 mentioned types of energy drinks, the negative brand names: Burn, Hell and Monster took the first four places. Considering this aspect we can say that the brands with negative connotations have a higher spontaneous notoriety than the other brands. Therefore the hypothesis is proven true.
Objective: Establishing the assisted notoriety of the brands with negative connotations regarding people of Iasi aged 18 to 25. Hypothesis H1: Brands with negative connotations are more notorious than other brands.
We can see that out of the 7 types of energy drinks people have heard of, Burn took first place with 150 votes, Hell took third place with 139 votes and Monster was on the fifth place, missing only one point to take the fourth place occupied by Rienergy. Therefore energy drinks with negative connotations have a higher assisted notoriety than that of other brands, so the hypothesis is true.
Objective: Determining the intensity of emotions of teens in Iasi aged 18 to 25, created by negative energy drink brand names.
Question 6: Do you consider that the translations of the names of the following energy drinks have a predominantly negative or positive sense?
Interpretation: As for the translati9○on of the word "Burn", of the 150 respondents, 147, representing 98%, translated "Burn" -"Arde", and 3 of them (2%), and translated "Burn" -"Foc". The names "Hell" and "Monster" were translated by all respondents as "Iad" and "Monstru" respectively. Fig. 1 The average values of connotations of the names of energy drinks According to the average values, it appears that between the three energy drinks with negative brand names, the most negative meaning is held by "Hell", having an average of 2.71. Second is the name of the Burn, with an average of 3.37, and very close to it is "Monster" with the average of 3.54, the latter being considered the least negative.
Testing the H2 Hypothesis: There are differences between the perceptions of the negative connotation of the name of energy drinks according to the type of consumer.
In order to see whether there are significant differences between the perception of negative connotations of the names of energizing beverages on women and men, we applied several tests and we noticed that there are no significant differences between the average of the women's grades and the average of the marks given by men for none from the meanings of Burn, Hell and Monster. Hence the H2 hypothesis is false.
The following results are based on: Objective 1: Determining the intensity of emotions of young people from Iaşi aged 18-25 years created by energy drinks with negative brand names.
Objective 2: Determining the intensity of beliefs that young people from Iaşi aged 18-25 years have about energy drinks with negative brand names.
Objective 3: Determining the intensity of the intention to buy energy drinks that have negative brand names among young people from Iaşi aged 18-25 years. Make you curious/ Don't make you curious 2.80 1 Make you wish to buy them/ Don't make you wish to buy them 3.67 5
Make you intend to buy them/ Don't make you intend to buy them 3.70 6
Specification: The scale used is the same type in all cases, being an interval scale (semantic differential) with values between 1 and 7.
As a result of the average values above, energy drinks with negative names make young people more curious, have a more negative meaning than others and inspire fear. They are consumed by those who are trendy, giving them more energy than other energy drinks, making young people want to buy them, then intend to buy them, and lastly give them a more pleasant feeling than the other energizers.
We wanted to determine which of the names Burn, Hell and Monster influence the average of the connotations of the names of energy drinks with negative names taken together. We made a multiple linear regression based on the variables of the three connotations of the Burn, Hell and Monster names, which account for 16.2% of the variation in average connotations for all three names taken together. The pattern is significant. (1) Most contributes the meaning of Monster, with the highest standard Beta coefficient equal to 0.286.
We grouped the categories in Table 3 according to the three dimensions of attitude (affective, cognitive and intentional):
Table 3 Attitude dimensions
For the three dimensions above, we calculated an average response value, the results being as follows: According to Table 4 above, the cognitive component with the lowest average prevails, followed by the affective dimension with an average of 3.27 and then the intentional dimension with an average of 3.39.
In order to see whether there are significant differences between the perception of the negative connotations of the names of energizing beverages on women and men, we applied several tests t and I noticed that out of all eight cases, only in the case of "energy drinks with negative names inspire fear / don't inspire by fear " the average of women's marks (M = 2.26, Std Deviation = 1.257) differs significantly from the average of the men's scores (M = 3.26, Std Deviation = 1.642) T (df = 134.819) , p = 0.009, for all other components hypothesis being false.
Objective: Comparative analysis of the impact of energy drinks with negative names on men and women in Iasi between the ages of 18-25 years.
Question 16: On a scale of 1 to 5 (1 -the smallest, 5 -the largest) how much does the name of the energy drink "Hell" make you think of: "Adrenaline", "Power"?
The name of the "Hell" energy drink brings the adrenaline to young people, given the average of 3.61 grades, of which the average of the women's scores was 3.78 and the average of the men's scores was 3.44.
On the other hand, the energy drink "Hell" makes young people think of power, with an average of grades of 3.86, of which the average of the women's marks was 3.66 and the average of the men's grades of 4.07.
Testing the H2 Hypothesis: There are differences between the perceptions of the negative connotation of the names of energy drinks depending on the type of consumer.
The results of the t tests show that:
The average of women's grades for the fact that the Hell name causes them to think about adrenaline (M = 3.78, Std Deviation = 0.968) does not differ significantly from the average of men's scores (M = 3.78, Std Deviation = 1.155). t (df = 140.745) = 1.954, p = 0.053. Therefore, the H2 hypothesis in this case is false.
The average of women's ratings for the fact that the Hell name makes them think power (M = 3.66, Std Deviation = 1.083) differs significantly from the average of men's scores (M = 4.07, Std Deviation = 1.058). t (df = 148) = -2.321, p = 0.022. Therefore, in this case, the H2 hypothesis is true.
Question 17: On a scale of 1 to 5 (1 -the smallest, 5 -the largest) how much does the name of the energy drink "Rienergy" makes you think about: "Adrenaline", "Power"?
The average of young people's grades regarding the Rienergy drink name's correlation with "adrenaline" is 2.44, of which the average of the women's mark is 2.60 and the average of the men's scores is 2.27.
On the other hand, the average of the young people's mark for the Rienergy drink's relation to "power" is about 2.54, of which the average of the women's marks is 2.31 and the average of the men's scores is 2.78.
Testing the H3 Hypothesis: The benefits of energy drinks that have brand names with a negative connotation are perceived by young people as being greater than the benefits of other energy drinks.
It can be seen that the averages for the Hell beverages (3.61 and 3.86) are higher than the average scores for Rienergy (2.44 and 2.54).
To see if these averages differ significantly we applied a Paired Samples TTest. Thus, the average of the marks given by young people for the fact that the Hell drink leads them to adrenaline (M = 3.61, Std. Deviation 1.073) differs significantly from the average of the marks given by the young people that the Rienergy energizing drink leads them to adrenaline (M = 2.44, Std Deviation = 1.033). Therefore, the H3 hypothesis is true.
Also, the average of young people marks for the fact that the Hell drink leads them to power (M = 3.86, Std. Deviation 1.087) differs significantly from the average of young people's grades for the fact that the Rienergy energy drink leads them to power M = 2.54, Std Deviation = 1.121). Therefore, the H3 hypothesis is true.
Question 19: What impact do the following brands of energy drink have on you? Bad Dog, Bomb, Crazy Horse, Dark Dog, Mad Bat, Mad Croc, Red Devil, Shark("-5" the most negative impact, "5" the most positive impact) Interpretation: The most negative impact on young people is had by Red Devil, having an average of -3.69, and the least negative impact is had by the Bad Dog Energizer with an average of -0.01.
In order to see if there is any significant difference between the impact of the names of energy drinks on women and men, I have applied several tests and I noticed that the names of the energy drinks Bad Dog, Bomb, Crazy Horse and Red Devil impact on women differs significantly from the impact on males, and therefore H2 hypothesis is true in these cases.
On the other hand, the names of Dark Dog, Mad Bat, Mad Croc and Shark energies have an impact on women that does not differ significantly from their impact on men, and thus H2 hypothesis is false.
CONCLUSION
Following the results presented above, it has emerged that the energy drinks are known to young people. As far as spontaneous notoriety is concerned, when young people were asked by the names of three energizers they know, almost everyone answered Burn, followed by Red Bull and then by Hell and Monster. It results that of all seven mentioned energizers, those with negative names ranked first, respectively three and four.
Another objective was to find out the assisted notoriety of the energizers. So all young people have heard about Burn and Red Bull. Hell ranked second, and Monster in the fourth place. Concerning the connotations of the names of these energizers, those who translated the word Burn-"Foc" believe it has a more negative meaning than those who translated the word Burn-"Arde". Of all three negative energy drinks, young people think the most negative name is Hell, followed by Burn and then by Monster. Also here we found out that for women these names have a more negative meaning than men, but even so there are no significant differences.
As far as young people's attitude towards negative energy drinks is concerned, we have learned that they make young people more curious, have a more negative sense than others and inspire fear. They are consumed by those who are trendy, giving them more energy than other energizers, making young people wish to buy them, then intend to buy them, and lastly give them a more pleasant feeling. Of all these, the cognitive component predominates, followed by the affective dimension and then by the intentional dimension. Young people think that the most important is the energy these types of drinks offer, and the least important for them is to make them intend to buy them. If Hell's offered adrenaline did not differ greatly between women and men's grades, in the case of Hell's power, men, unlike women, think it gives much greater power.
The advantages of energy drinks that have brand names with negative connotations are perceived by young people as being higher than the benefits of the other energy drinks because the average score of Hell energy drink are higher than the average score of Rienergy.
Women have the highest expectations of the energy drink called Bomb, and their lowest expectations are for the Red Devil energizer. On the other hand, men have the highest expectations of the energy drink called the Red Devil, while the smallest expectations come from the energizer named Bad Dog.
With regard to the impact of energy drinks that have negative brand names, the most negative impact on young people is had by the Red Devil energizer, and the most positive impact is had by the Bad Dog Energizer. The names of Bad Dog, Bomb, Crazy Horse and Red Devil drinks have an impact on women that differs significantly from the impact on men. On the other hand, the names of Dark Dog, Mad Bat, Mad Croc and Shark energizers have an impact on women that does not differ significantly from the impact they have on men.
Consequently, energy drinks with negative names are much more known to young people than other brands given their high reputation, and women perceive differently the connotations of names as opposed to men, even though there are no significant differences between consumer genders in all cases. In conclusion, energy drinks with negative names make young people more curious, thinking they have a more negative sense than others, while at the same time they inspire fear and are consumed by those who are fashionable.
Research limitations
As far as research is concerned, we have had some limitations. Firstly, one of the research's limitations was that the questionnaire responders were not only consumers of energy drinks that have brand names with a negative connotation, but consumers of positively named drinks as well.
Another limitation was given by the fact that data collection took place in the evening in front of the clubs, because of this the refusal rate was high and a large number of those who agreed to respond to the questionnaire were in a hurry.
Managerial implications
This paper aimed to answer several questions. Is a negative connotation of the name of a brand a break or an accelerator for the buying decision? A negative brand name implies a negative perception towards that brand? For energy drinks is the negative meaning of the name a bad thing? Are teenagers rejecting brands with negative valence of the name?
Our findings showed that, at least for youngsters, shocking is good. A negative brand name can be an incentive to give it a try. Their attitude is rather positive, than negative due to that name. They notice easily these unusual words, because they are not so common and they speak about them. The worst connotation has the name "Hell", maybe because it reaches something related to their values and beliefs. But, nevertheless, that profoundly negative meaning is not stopping them to consume and to promote their consumption.
As a final conclusion we can say that a negative brand name is nor affecting in a bad way the attitude and the perception. The intention to buy, especially for teenagers, can be supported by a negative connotation of the name of the brand. This research was conducted for energy drinks, but negative valence for the brand names can be observed for many other products. In the battle between marketing stimuli, a negative brand name becomes a voice to be heard. And maybe this is the ultimate purpose of the Marketing: to gain a place in the consumer's mind!
